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TEXT: 

Entering many supermarkets today is somewhat akin to entering an 
electronics store. Soft music fills the background, TV sets broadcast 
images of popular products, electronic shelf tags display 2-for-l specials 
and machines dispense everything from cents-off coupons and recipe ideas to 
community event information and airline tickets. 

Increasingly, supermarket retailers are turning to in-store uses of 
*audio*, video and satellite to exploit point-of-purchase sales. And indeed 
they should, considering the study by POPAI/Dupont that found two-thirds of 
consumers make their buying decisions at the point-of-purchase . 

In addition, the concept of electronic marketing, which gained strong 
interest in the early 1990s but has since faded, is slowly being revived 
because of retailers' increasing emphasis on individualized marketing. 

Bart Mallio, an industry analyst for Venture Development Corp., a 
consulting firm that releases yearly reports on changes in technology, 
suggested the "regrouping" of electronic marketing will allow retailers the 
ability to influence customer choices at the *point*-of-*sale* . 

Electronic marketing, Mallio explained, includes various 
technological devices that are used to compile a data base of information 
on individual customers. Retailers can then use this information to develop 
individual marketing plans. 

The point is, Mallio emphasized, with this data base of customer 
information "you can essentially market to individuals on a real 
case-by-case basis," rather than by town or region. 

Glen Terbeek, managing partner of the food and packaged goods 
industry program for Andersen Consulting, suggested the use of electronic 
marketing is a necessary attempt by grocery retailers to differentiate 
themselves from the competition. 

The supermarket industry is saturated, Terbeek explained. "There are 
too many stores, too many products, yet the number of consumers is not 
changing. Electronic marketing is a tool for survival, an attempt to 
operate in this saturated market." 

While he encourages the use of electronic marketing, Terbeek also 
warned that too many devices in one store can backfire. To date, he said, 
many of the devices have been self-serving for the retailer and of no 
advantage to the consumer. 

The VideOcart, for example, was an encroachment on the consumer, 
Terbeek said. "It did nothing for consumers but bombard them with a clutter 
of ads at the store level." 

A better strategy, Terbeek suggested, is to incorporate electronic 
devices as a service for customers. Electronic marketing should first be 
used to enhance the shopping experience, he stressed, and second as a tool 
to help increase sales. 

The following is a small sampling of various in-store electronics, 
including those that are used for electronic marketing. 

In-store *audio* systems mix music and ads 

For the past eight years, the Big Bear grocery retail chain has 
utilized an instore *audio* ^advertising* system in 70 of its stores. 
According to Karen Bennett, head of consumer affairs, the system has 
generated a positive response from customers and vendors. 

"Our customers like the music, " Bennett said, "and our vendors do 
repeat *advertising* because it's so successful." 

The *audio* system includes customized prerecorded messages that are 
sent to retail stores via satellite and played during gaps in the store's 
background music format. The messages include promotions for national or 
store brands, in-store specials, specialty departments or greetings from 
the store manager. 
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Tom Pelisseroljparketing broadcast supervisor Hr 3M Sound Products, 
said the system "allows an individual store manager or a chain to 
personalize messages for a particular store based on specific customer 
needs . " 

Big Bear uses different music formats and *advertising* messages at 
different stores, Bennett said. The ads promote both national and store 
products and Big Bears' service departments. 

These TVs aren't for couch potatoes 

Another electronic medium that promotes national products and special 
store features is a program developed by ^Visual* Motivation Inc., which 
combines TV monitors and in-store promotions. 

Robert Jackson, chairman, president and chief executive officer of 
*Visual* Motivation, calls the program a " ' customaker * — a way for retailers 
to make new customers and retain loyal customers." 

The program is now being tested in 30 Rainbow stores, and Jackson 
expects to expand nationally within the next three months. 

The program, in its third year of testing, includes 27-inch TV 
monitors, which display computer-generated still product shots or shorter 
versions of manufacturers' original ^advertisements* . Each store has five 
or six monitors in different departments. 

The product shots are supported by instore promotions, creating what 
Jackson called a complete "customer marketing package." 

Shoppers go interactive at the checkout 

A different program goes beyond promotions by also offering financial 
services and a frequent shopper program, all from a single interactive 
terminal . 

The program, called the Vision Value Network, revolves around a 
terminal installed at the checkout that dispenses coupons, cents-off 
discounts and recipes, shows video promotions on a small screen and accepts 
payment for purchases. Customers are alerted to the promotions by 
point-of-purchase signage in the store's aisles. 

In addition, retailers can obtain demographic and purchase 
information about shoppers who use the network through membership cards. 

According to Cathy Amann, director of marketing communications for 
Advanced Promotion Technologies Inc., the Vision Value Network was first 
introduced by the company in 1989. After extensive market testing in 
stores, including Big Bear, a final version was launched this year. 

Bennett of Big Bear said consumers in the approximately 50 stores 
that offer the network have reacted positively. 

"They especially like the rebates and the Vision Value Points, " 
which, she explained, customers accumulate and redeem for merchandise such 
as cookbooks, jewelry, camping equipment, computers and electronics. 

Bennett noted a study conducted by Nielsen that showed items promoted 
through the Vision Value Network earned a 7 percent increase in sales by 
category. 

Still, she said, the real value of the system is the service it 
offers for customers. 

"This provides our shoppers with an extra incentive to shop, " she 
said, "and it rewards them" for doing so. 

A paperless coupon 

A similar electronic marketing system is Promosign, a computerized 
network offered by Comark Technologies Inc. that utilizes shelf-mounted 
electronic displays to promote product discounts. 

The network includes a central computer site, which transmits a 
promotion to a store; a store-based controller, which applies the promotion 
at the cash register; and the in-aisle displays, which alert shoppers to 
cents-off discounts, cross-category promotions or membership specials. 

In addition, the network generates reports for retailers regarding 
brand purchases and promotion results. 

A spokesperson for Comark Technologies said the first installation of 
Promosign is scheduled for mid-September in an Ohio Kroger supermarket. By 
the end of the year, the company expects to have the network operating in 
25 stores. 

John Magyar, who is in charge of maintaining the system in the Kroger 
store, said the biggest advantage of Promosign is "it's cleaner than paper 
coupons," which also offer product discounts. 

The Promosign network, Magyar explained, is a paperless flow of 
information, which eliminates paper coupon transactions and the costs of 
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